In times of increasing significance for national policies which support international economic cooperation, a special role is played by state trade support institutions (TSIs). This paper investigates whether such TSIs can be said to operate effectively, through an analysis of one essential element of the support provided to domestic entrepreneurs, namely export recommendations. The recommendations provided by Polish TSIs in respect of Turkey is employed as a case study. The theory of comparative advantage along with a neoinstitutional perspective provide the conceptual framing for this analysis, in conjunction with both desk research, document analysis, and selected economic indices. Factors such as trade potential, comparative advantages, and the competitiveness of selected product groups exported by Polish firms to Turkey were also taken into account. The findings largely indicate that TSI export recommendations are adequate, and the majority of the recommended industries demonstrated considerable sales opportunities. Nevertheless, some discrepancies were also noted, which should be an issue for further investigation by both researchers and TSI analysts. Furthermore, the case study in this paper demonstrates that the choices within economic promotion policy -despite its partition between variously-oriented TSIs -were made on the basis of economic rationality.
Introduction
The significance of exports for economic development is widely acknowledged, and export promotion activities have become central elements of long-term state-led economic development strategies (Todaro & Smith, 2006) . Similarly, a link between politics and trade is well known 1 and such question must be considered jointly in reference to state-led actions in the field of external economic policy. In industrialized economies, trade promotion programs supported by governments are universally found (Gencturk & Kotabe, 2001) , and thus such a form of state-business cooperation may be recognized as one of the factors that influence the competitiveness of firms, sectors, and countries on the international market. This theoretical assumption is built on research that proves the importance of knowledge and information for the internationalization of firms and their export operations (e.g. Liesch & Knight, 1999) , as well as on the theory of asymmetric information and related market failures (Lederman, Olarreaga & Payton, 2006, p. 2) . As Olaru (2014, p. 164) rightly notes, one of the important roles played by organizations promoting trade is the identification of products to be promoted in targeted foreign markets to achieve optimal export growth, an analysis which underpins any given export promotion program. The export recommendations are the specific sectors and products selected by state-run trade support institutions (TSIs) 2 to be promoted in a targeted market, where there is believed to be significant potential for trade growth. Indeed, through such export recommendations, TSIs not only provide important market information to exporters, but also influence the shape of the overall marketing strategy for specific markets, sectors, and products, and as a result, all subsequent TSI activities for achieving export targets. However, the findings of empirical studies on the efficiency of export promotion programs and agencies have been inconsistent, with some confirming their positive export outcomes (e.g. Gencturk & Kotabe, 2001) , and others concluding their ineffectiveness (e.g. Brewer, 2009) . Setting aside the discussion about export agencies' impact on economic welfare, this article attempts to evaluate the relevance of an essential element in the formulation of any TSI export promotion program-the export recommendations, which are embedded in a complex institutional framework.
The case study chosen for this investigation was Polish-Turkish economic cooperation. Throughout last several years, the cultural, social and economic links between Poland and Turkey has been tightened. There was a willingness to spill over these connections into the political sphere, what was proved by high-level visits and the signing of some partnership agreements in the last few years (Elman, 2013, p.1) . As Elman notices, "part of the reason why the relationship is unproblematic is that Poland and Turkey remain at a distance from one another and the bilateral bond has yet to be given practical priority on their respective agendas" (2013, p.1). Most recently, President Recep Tayyip Erdoğan's visit to Poland in October 2017 was widely believed among business leaders from both countries, to boost trade and investment ties between the partners ("Erdoğan To Visit Poland", 2017) . Besides the enthusiasm at the political level, many analytical reports express "a general belief of unexploited potential in the area of Polish and Turkish relations, especially in regards to economics" (Mierzwa, 2015, p.17) . This eagerness is also reflected in the growing number of initiatives, institutions and trade support instruments focused on enhancing trade potential between the two countries. Over the last decade, Turkey demonstrated rapid economic growth, intense democratization, and proactive foreign policy. Yet, between 2011-2015 a notable lessening of performance in all of these three fields has been observed (Öniş & Kutlay, 2017) . The Polish Ministry of Economy has identified Turkey as among the most promising markets for exporters (Think Tank, 2014) , and in 2011 Turkey was chosen by the ministry as one of five preferential foreign markets, selected due to their relatively low share in Polish exports and their significant economic potential, as well as due to their stable macroeconomic situation and good market absorption (Polsko-Turecka Izba Gospodarcza, 2013, p. 135) . The country is linked with Poland under the European Union (EU) Customs Union (what obliged it to harmonize its regulations in the trade policy with the EU legislation), so the picture of trade relations is less distorted than with other foreign markets. According to the Turkish Economy Ministry data, the bilateral trade volume has been increasing over the last ten years, growing from $2.49 billion in 2006 to nearly $6 billion in 2016. Thus, although there is a significant potential for the cooperation on the political level (what may be proved by Poland's support for Turkey's accession to the EU, Turkey's support for Poland's accession to NATO, development in energy cooperation and defense industry), it seems that its fundamental element lies in the enhancement of economic cooperation.
The basic objective of a TSI is to provide support for companies in the process of internationalizing their business. In the case of Poland, their mission is to support Polish companies, and in particular small and medium-sized enterprises, who are in the process of increasing their level of internationalization. They do this through facilitating access to comprehensive, high quality and free information services for entrepreneurs and organizations, specifically in terms of planning, organizing and implementing exports and investments beyond Poland's borders (Polsko-Turecka Izba Gospodarcza, 2013, pp. 137) .
3 By pursuing such a goal, the government expects to see an increase in the concentration of foreign market information and the availability of free information services regarding export and investment, as well as growth in export competitiveness and the number of investment deals (Polsko-Turecka Izba Gospodarcza, 2013 pp. 138-139) . For their part, Polish businesses are increasingly interested in cooperating with the state to expand access to foreign markets (Zaborowski, Zielińska-Rakowicz & Gradziuk, 2014, pp. 7-9; 39) . A study carried out by the Kronenberg Foundation revealed that, according to Polish companies operating abroad, the key to successful foreign expansion is knowledge of overseas markets, experienced employees and new business partners (PBS Polska, 2014, p. 11) . Considering the importance of the quality of TSI market information for the success or failure of boosting Polish exports, as well as for the shape of the overall TSI export promotion program, a study evaluating the accuracy of TSI export recommendations is certainly well in order.
The task of promoting economic cooperation abroad remains the domain of the Ministry of the Economy. However, certain activities related to the mission of support for the internationalization of Polish business are also significant elements of foreign policy, which remains the responsibility of the Ministry of Foreign Affairs (Pawlak, 2014, p. 94) . Although the TSIs aim to support entrepreneurs, they also consist a part of the foreign policy apparatus. The Polish Department of Economic Diplomacy of the Ministry of Foreign Affairs stated that "the lack of appropriate institutional and legal solutions in the field of economic promotion results in the weakening of Poland's position in the global economic turnover", whereas ensuring the effectiveness of economic promotion requires the creation of a coordinated promotion system with a specialized agency responsible for promoting exports and FDI (Wróblewska, n.d., p.5) . Consequently, is the realization of foreign policy objectives coherent with a robust economic analysis, while facing such a complex institutional framework?
4 This study aimed to contribute to the understanding of the TSI's institutional cohesion.
Hypothesis
The paper's primary objective was a critical analysis of the quality of the export recommendations by Polish TSIs in relation to Turkey. Their recommendations are based on a market, legal and business analysis of Turkey's markets in the respective sectors. They also take into account the global trends occurring within the structure of Polish exports and Turkish imports, and analyze factors such as domestic demand and investment trends. According to the Market Guide For Entrepreneurs-Turkey (Przewodnik rynkowy dla przedsiębiorców -Turcja), issued by the Polish-Turkish Chamber of Commerce and which examined the process followed by TSIs in 2010, they looked first at overall Turkish imports that year, and then, after excluding fuels, mineral oils and refined oil products, along with sectors where a concentration of Polish exports to Turkey already exists 5 , they identified specific areas where there is still potential for export growth (2013, p. 106) . Although TSIs do consider global trends within Polish exports and Turkish imports, it is not clear if they take into account ongoing fluctuations in the competitiveness of Polish exports to the Turkish market. This may fit the findings of a study by Faroque & Takahashi (2012, pp. 52-53 ) that "government agencies are usually inefficient and do not have up-to-date information that can strengthen and extend the knowledge base of the exporting firms", resulting in greater satisfaction among those firms which used export marketing services provided by nongovernment entities. Consequently, this paper's hypothesis is that TSI export recommendations are inaccurate, due to their possibly incomplete, outdated, trade and market analysis.
6 Also, as regards the problem of institutional complexity, if this assumption would be proven, the research results could contribute to the debate on the prevalence of politically-led objectives over economic interests in the formulation of state's trade policy.
Methodology
The study made use of a mixed approach, that applied methods, and techniques typical for research in the field of political science and economics. The theoretical approach applied in this article is widely used in both of these fields. Specifically, it is a neo-institutional perspective in its rational choice variant, and especially, Oliver Williamson's argument (1985) that the development of a particular organizational form can be explained as the result of an attempt to reduce the transaction costs of undertaking the same activity without such an institution. Furthermore, to address the above hypothesis, the competitive position of the Polish sectors selected by the TSIs in relation to Turkey's market should be assessed. Among many theories of and approaches to international trade and competitiveness, David Ricardo's theory of comparative advantage still provides classical trade theories with their fundamental assumptions. Comparative advantage can be defined as "the ability of a given economy to manufacture a product more efficiently than other countries do; it is reflected in the directions of export and import specializations", while the concept of competitiveness in international trade assumes that it depends on both, micro-and macroeconomic factors, and it is used to determine a country's position in global trade, where a decline in the share of an economy's (or its sectors') total imports to a given market indicates lessening competitive advantage, and similarly, a growth in shares would point to the growing competitiveness of its exports (Koszewska, 2005, p. 11) .
Drawing on the theory of comparative advantage, in order to assess the position of Polish exports in the international market the Revealed Comparative Advantage (RCA) index value for selected product groups was calculated. The concept behind this index assumes that the comparative advantage may be "revealed", or, to put it differently, deduced from observed data, in what has become a broadly accepted method for analyzing trade data (Utkulu & Seymen, 2004, p. 8) . The index is a tool to measure the attractiveness of a country's exports and it takes into consideration the position of a country's goods in a given foreign market, as well as the position of competing goods originating from third countries (Salamaga, 2010, p. 87) . It has been proven useful in identifying a country's internationally-competitive products and sectors in a number of studies. Some such studies used the RCA indicator to compare Turkey with other countries' comparative advantages (among them Poland) in particular sectors and products (see, for example, Yılmaz, 2003) . The RCA indicator has also been employed to assess the comparative advantages of particular Polish economic sectors against their international competition (e.g. Wysokińska, 2010) .
One of the limitations of the RCA index is the issue of high export volumes that can result from market distortions; for example, subsidies or under-valued exchange rates. Therefore, it has been argued that the RCA index is incorrectly named, as it is in fact a better measure of competitiveness than comparative advantage (The World Bank, 2013, p. 9) . Moreover, it is often criticized for its asymmetry, because if a country or a product has a comparative advantage, the index ranges from zero to infinity, whereas in the case of a comparative disadvantage the index ranges from zero to one. Furthermore, the index focuses on exports, whilst ignoring imports (Karaalp & Yilmaz, 2012, p. 9) .
Although these limitations have resulted in many modifications and variations of the index, in this analysis its definition and calculation were applied under the WITS software (World Integrated Trade Solution). Thus, the RCA index of country "i" for product "j" is often measured by the product's share of country exports in relation to its share in world trade. The index calculation is presented in the equation:
where "xij and xwj are the values of country i's exports of product j and world exports of product j and where Xit and Xwt refer to the country's total exports and world total exports. A value of less than unity implies that the country has a revealed comparative disadvantage in the product. Similarly, if the index exceeds unity, the country is said to have a revealed comparative advantage in the product" (The World Bank, 2010).
Additionally, in order to assess the competitiveness of a sector or a product group in reference to a particular market, the Export Specialization (ES) index was applied. This is "a slightly modified RCA index, in which the denominator is usually measured by specific markets or partners. It provides product information on revealed specialization in the export sector of a country and is calculated as the ratio of the share of a product in a country's total exports to the share of this product in imports to specific markets or partners rather than its share in world exports" (The World Bank, 2010) . This is expressed in the equation:
where "xij and Xit are export values of country i in product j, respectively, and where mkj and Mkt are the import values of product j in market k and total imports in market k. The ES is similar to the RCA in that the value of the index less than unity indicates a comparative disadvantage and a value above unity represents specialization in this market" ("Wits.world. bank.org", 2010).
The RCA index refers to global (Poland-World) exports, while the ES refers to bilateral (Poland-Turkey) exports. To complement the analysis, the trade potential was estimated. The Indicative Trade Potential by the Trade Map is defined as "the lower value of the country's exports and the partner country's imports, minus the actual current trade between the two countries, (...) it gives an overview of the complementarities of the two economies". To calculate it, the following equation was used:
Trade potential=min {country's exports; partner country's imports}-actual bilateral trade
The difference between what is currently traded and the trade level of each country independently of each other stands as the "trade potential" between two countries (Market Analysis and Research Division of Market Development, 2014, pp. 90-91) .
The analysis took into account a general description of each sector and the reasons why this industry is recommendable in the opinion of the relevant TSI. This was complemented by the use of desk research and document analysis, where the necessary information and data were taken from such sources as sector reports, official economic reports, and other publications. In addition, the statistical data used for calculations was derived from the ITC (International Trade Centre), UN Comtrade and the World Bank databases. Likewise, the data concerning the calculation of the RCA index was computed using the WITS software, which utilizes the UN Comtrade database. All data is presented in the Harmonized System (HS) classification of products and industries. The data employed in the analysis covers the 2007-2013 period, which is among the limitations of this study; this period was selected due to concerns about the coherence of the data and consistency with the analyses made by the TSIs, as the documents containing their recommendations were only issued from 2006 until 2014. Another limitation, which explains why the present study analyzed the quality of TSI export recommendations and not their results for export growth, is that the factors which influence businesses' actions in foreign markets are related to market conditions and the overall economic situation of a country, such as investment and trade climate or local laws. Besides which, there are plenty of additional export benefits that lead companies to enter foreign markets, but these factors all lie beyond the influence or power of an agency which aims to encourage domestic companies to export.
Research Results
Regarding Poland's exports to Turkey, there are primarily three TSIs which provide export recommendations, namely: the Trade and Investment Promotion Section of the Polish Embassy in Ankara (T&IPS department in Ankara), PARP, and the Polish-Turkish Chamber of Commerce. In fact, the latter two TSIs largely use the information provided by the T&IPS in Ankara, which explains the considerable level of convergence witnessed when studying the range of industries recommended by the TSIs, where the T&IPS in Ankara appears as an axis for further analysis (see Table 2 ).
Among the sectors recommended by the TSIs, there are ten areas which were selected as most relevant for further analysis. The sectors not taken into consideration either did not appear frequently, concerned services and investment cooperation rather than exports, or the data necessary to continue the analysis was difficult to access. Furthermore, the excluded sectors were (in most of the cases) not traditionally associated with SMEs -the target group for the majority of TSI actions -as is the case with the defense, energy, or copper industries. For these reasons, the sectors of defense, energy, environment protection, ICT, construction, transports, minerals and natural resources, have been excluded from consideration. Consequently, the following ten industries were analyzed:
1. The Polish agri-food sector has a strong export position, both on the international market (see the RCA for HS: 2, 4, 16, 17, 18, 19, 20, 21, 24) and in Turkey (the export specialization was found in almost every considered product group, except HS 23; see the ES for HS: 2, 4, 16-24). However, one should take into account the numerous tariffs and regulations that Turkey imposes on EU exporters, which probably complicate a full understanding of the applied indices. However, as these regulations gradually decrease, Polish exports into the Turkish market should increase. Additionally, the analysis of the machinery and automotive industries confirmed great opportunities for Polish exporters in the sectors mentioned by the TSI. Likewise, even if Polish exporters do not have a specialization in Turkey's market in relation to the chemical industry (as the ES reveals), a substantial growth of exports in this area can be observed, both towards Turkey and the world (except HS 31 fertilizers, where in the period 2009-2013 a significant drop in Polish exports to Turkey was observed). This trend may confirm the strengthening position of the Polish chemical industry, which remains a promising domain for Polish exporters in the nearest future. Furthermore, the solid position of Polish exports to Turkey is seen in cosmetics, toiletries, and personal hygiene products, and though the value of exports grows year by year, there still remains a significant trade potential for Polish exporters. Similarly, in the pharmaceutical industry, where the commercial exchange still seems to be neglected and the growth continues, the value of the RCA and ES indices increased significantly in recent years, and Poland is in fact close to a specialization in the Turkish market. Although in the medical equipment industry a comparative advantage was not revealed (the RCA was found in only 2 out of 9 analyzed product groups), a specialization in the Turkish market was detected in product groups related to medicaments (HS: 3003, 3004, 3005) and medical and specialized furniture (HS 9402). Taking into account the overall condition of the wood sector, it is clear that Polish exports have a strong competitive position (see Bidzińska, 2009, p. 61) in almost all product groups (except HS 47) which probably will be used in the future exploitation of the existing high trade potential (see Sirtioglu, 2010, p. 2; and Table 1 ). Likewise, in the cases of paper and furniture industries, Polish exports have a strong competitive position, and therefore the prospects seem promising.
However, the iron and steel industry is as an example of where the results of the analysis do not correspond with the TSIs' recommendations. It revealed that Turkey will most likely turn towards other, more competitive suppliers, such as China (see, for example, Turkish Steel Producers Association, n.d.). Though the RCA index points to a slight comparative advantage, Poland has in fact a comparative disadvantage in the Turkish market regarding this product group (see the ES for HS 72) and since 2012 there has been a significant drop in Poland's exports to Turkey. Nevertheless, Polish exporters of iron and steel articles (HS 73) performed much better, where there is a considerable growth in exports, a revealed comparative advantage and a specialization in the Turkish market. Indeed, a significant increase can be expected in some industries which are dependent on steel, such as auto manufacturing, infrastructure, and construction. This factor may increase the demand for finished steel products (Investment Support and Promotion Agency of Turkey, 2013, p. 5; 11). Thus, there is potential for a growth in Polish exports of articles made of iron and steel (HS 73) to Turkey. And yet, though the position of Polish exports of these metals (HS 72) is strong internationally, it is not the case in the Turkish market.
Conclusions
Although states' choices are always made within a political context, the case study in this paper demonstrates that the choices within Polish economic promotion policy -despite its partition between variously-oriented institutions-were made on the basis of economic rationality (whether Turkey's recent economic challenges may hamper this relationship remains a question for further research). Indeed, it must be acknowledged that in most cases the TSI export recommendations were found to be correct, and are thus accurate; while most of the industries analyzed indeed revealed great sales opportunities for Polish firms in the Turkish market. Nevertheless, some discrepancies were found, the most exemplary case of which was the iron and steel sector. This may indicate that the TSIs' approach of looking for export niches is relevant, but may also contribute to somewhat neglecting an ongoing analysis of the trend dynamics within "traditionally strong" sectors of Polish exports to Turkey. Besides, this shows that the strong competitive position of an exported product group on the global market is not necessarily the same as its position in a particular country's market. It also shows that the analysis of particular sectors should always be detailed, as iron and steel are not in the same competitive position as articles made of these materials. Of course, it is possible that the additional assistance provided by the TSIs embraces a more tailored and comprehensive market analysis for some specialized firms.
7 Also, it is worth noting that while the T&IPS claims that it evaluates the market information on its website every six months, the recommendations published by the various institutions over different time periods did not change significantly over time. Perhaps some of these imperfections have already been recognized by the authorities, because the economic sections of Polish embassies and consulates, namely the T&IPS, will be soon replaced by a network of Foreign Trade Offices (liquidation of T&IPS in Ankara was initiated on 1 September 2017; the new Trade Office is going to open in Istanbul), which will likely address the necessity for a more comprehensive and specialized support system for the Polish exporters. 
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The composition of the Polish Trade Support Institutions' export recommendations in relation to Turkey
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